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FARM  VACATION  ASSOCIATIONS 

How 


Why 


•  •  • 


"The  association  helped  ns  do  things  that  none  of  us  could  have  done 
alone."  That's  how  one  Ohio  famer  sums  up  the  benefits  of  farm  vacation 
associations* 

Owners  of  Ohio  vacation  fams  found  that,  through  county  and  state 
associations,  they  could*... advertise  and  promote  more  economically. .. .pool 
ideas.... share  workload. ...save  money  through  group  buying.... aid  other 
organissations  working  to  boost  the  local  economy. 

An  Idea  Is  Born 

In  1959,  the  extension  resource  development  agent  in  Monroe  County, 
Ohio,  came  back  from  a  West  Virginia  meeting  with  an  idea-- f arm  vacations 
mi^t  bring  added  indome  to  the  area.  The  agent  reasoned  that  vacationers 
could  be  attracted  to  the  area,  long  known  as  "Switzerland  of  Ohio"  because 
of  the  rugged  hills  and  early  Swiss  settlers. 

At  a  meeting  of  the  county  rural  development  committee,  the  agent 
explained  how  some  farmers  earned  extra  income  by  taking  in  paying  guests. 
He  showed  slides  of  local  scenic  and  historic  attractions  and  displayed 
travel  and  vacation  brochures. 

Reactions  of  the  rural  development  group  wesTe  mixed.  Some  thought  the 
idea  had  possibilities;  others  were  skeptical.  The  only  way  to  find  out  for 
sure,  they  agreed,  was  to  get  more  facts. 

A  steering  coaaittee  was  named  to  draft  a  questionnaire.  They  wanted 
to  find  out  if  people  were  interested  in  farm  vacations  and,  if  so,  what 
facilities  they  could  offer.  The  committee  consisted  of  a  greenhouse 
operator,  farmer,  farmer's  wife,  businessman,  and  county  superintendent  of 
schools. 

The  extension  agent  sent  the  survey  to  farm  families.  And  17  said, 
"We're  Interested." 

So  the  condttee  called  a  public  meeting  to  determine  their  next  move. 
The  17  families  were  invi'ted.  Newvpaper  notices  invited  others  who  might  be 
interested. 

Nearly  100  people  showed  up  at  the  meeting.  The  agent  showed  the  slides 
and  brochures  and  an  extension  rural  sociologist  from  Ohio  State  University 
told  about  possibilities  in  the  farm  vacation  business,  ^eir  interest 
whetted,  the  groi^^  decided  to  organize. 


They  sought  legal  advice  from  the  county  common  pleas  ^udge.  He  recom- 
mended the  group  organize  as  a  non-profit  association.  That  fom  of  organi- 
zation seeiaed  most  suitable  under  Ohio  laws—and  least  expensive— for  what 
the  group  wanted  to  do. 

The  judge  pointed  out  the  advisability  of  regularly  reviewing  the 
association's  regalatlons  and  purposes^  so  bylaws  could  be  kept  up  to  date. 
His  main  advice  on  organization  was:  "Keep  it  slisple.  Hake  it  functional. 
Change  It  whfen  you  need  to." 

The  First  Year 

The  Switzerland  of  Ohio  Fans  Vacations  Association  began  to  frmction  in 
the  fall'^of  1959.  They  signed  up  members,  drafted  and  approved  a  constitu- 
tion and  bylaws^  and  elected  officers* 

News  items  by  the  extension  agent  Iwlped  Inform  other  prospective 
members  about  the  association. 

That  fall  and  winter,  members  met  regularly  to  get  ready  for  the  i960 
vaw^atlon  season.  They  asked  Insurance  men  to  explain  kinds  of  liability 
Insurance  needed.  Health  Department  representatives  told  about  health 
regulations  and  gave  other  helpful  suggestions. 

The  association  mimeographed  a  brochure  promoting  farm  vacations  as 
restful  and  economical.  It  listed  members,  told  about  facilities  and  rates, 
and  advised  readers  to  contact  members  for  more  information  or  reservations. 

Local  businessmen  bought  ads  in  the  brochure  and  this  income  helped  pay 
association  expenses.  Many  advertisers  didn't  expect  to  get  business  as  a 
result  of  their  ads.  But  as  one  said,  "Farm  vacationers  help  our  county, 
and  anything  that  helps  the  county  helps  us  I" 

The  extension  rural  sociologist  had  told  the  group  that  most  people 
take  their  vacations  within  <mt   day's  drive  of  home.  So  promotion  efforts 
were  focused  within  a  200-250  mile  radius  of  Monroe  County. 

•We  didn't  know  where  to  start,"  recalls  the  association's  first 
secretary.  "So  we  just  sat  down  and  bralnstormed.  We  sent  out  brochures  to 
friends  and  relatives  living  in  nearby  cities.  We  sent  them  to  city  news- 
papers, radio  and  T7  stations,  travel  clubs  and  agencies,  and  chambers  of 
commerce.  When  we  could,  we  sent  them  to  an  individual  somebody  knew.  But 
if  we  didn't  know  anybody  in  particular,  we  just  sent  them  to  the  organiza- 
tion. We  tried  every  way  we  could  think  of  to  get  our  idea  before  the 
publlcj"         . 

Mesiibers  selected  and  marked  picturesque  sa>eas  and  spots  of  historic 
interest.  They  figured  out  several  scenic  tours  and  marked  these  with 
signs.  A  local  mechanic  with  artistic  talents  donated  100  hours  to  draw  a 
map  showing  these  features.  The  map  was  printed  as  a  place  mat  for  local 
restaurants  and  vacationers  used  it  as  a  tour  guide. 


A  delegatioQ  of  Monroe  Coimtlans  visited  the  Ohio  Department  of 
Industrial  and  Econonic  Development  at  the  State  Capital.  They  Invited 
departBMnt  representatives  to  visit  Monroe  Coimty  and  see  iiiiiat  the  associa- 
tion was  doing.  And  they  asked  for  help  to  publicize  the  program.  The 
Division  of  Travel  and  Recreation  prepared  feature  articles,  with  photos, 
for  metropolitan  newspapers  and  printed  copies  of  the  Switzerland  of  Ohio 
map  for  distribation  hy  State  tourist  information  centers. 

Association  members  made  guest  appearances  on  radio  and  TV  programs 
and  bought  ads  In  nearby  city  newspapers. 

The  extension  editor  at  Ohio  State  University  released  a  state-wide 
feature  story  on  the  association's  first  season.  Many  major  newspapers- 
some  as  far  as  200  miles  away~gave  the  association  publicity.  Some  printed 
the  releases  from  Extension  or  the  Division  of  Travel  and  Recreation. 
Others  sent  reporters  to  prepare  exclusive  stories. 

The  group  employed  an  artist  to  design  a  Switzerland  of  Ohio  "trade- 
mark" to  promote  the  area  and  association.  They  copyrighted  it  and  had 
decals  made.  Small  versions  of  the  attractive,  colored  decal  are  sold  for 
25  cents.  Larger  copies  of  the  decal  are  displayed  by  business  firms 
advertising  in  the  brochure. 

The  association  bought  5,000  colored  postcards  with  views  of  vacation 
farms  and  local  scenic  attractions.  These  are  sold  at  local  stores  and  some 
vacation  farms. 

The  first  year,  members  of  the  Switzerland  of  Ohio  Farm  Vacations 
Association  hosted  nearly  UOO  paying  guests.  Some  members  didn't  get  much 
business  and  quit  after  the  first  year.  But  most  stayed  with  it.  The 
association  was  off  to  a  good  start. 


Looking  To  The  Future 


At  the  close  of  the  I960  season,  the  extension  resource  development 
agent  and  members  sent  a  questionnaire  to  vacationers.  They  wanted  to  find 
out  how  guests  learned  about  vacation  farms,  what  they  liked  best  about 
their  vacation,  and  suggestions  for  improvements. 

Of  the  ii5  replies,  36  said  they  learned  about  Switzerland  of  Ohio 
vacation  farms  through  a  newspaper.  Thirteen  specifically  meiitioned  a  news 
or  feattire  story,  k   specifically  mentioned  a  newspaper  ad,  and  Ik   did  not 
specify  whether  a  story  or  ad  attracted  them.  Seven  reported  friends  or 
relatives  as  their  source  |  one  cited  a  "pamphlet  at  the  public  library" 
(presumably  the  mimeographed  directory) |  and  another  used  a  2-year-old 
commercial  directory. 

The  survey*"  showed  these  factors  appealed  most  to  vacationers? 


•N-From  ERS-113.  See  page  9   for  another  survey  on  appeals. 


5 


1.  "To  experience  peace,  quiet  and  restfulness; 

2.  "To  get  away  from  the  city  and  its  noise,  crowds,  rush  and  traffic; 

3.  "To  enjoy  outdoor  life,  to  see  country  scenes,  and  to  watch  farm 
life—especially  farm  animals; 

U.  "To  obtain  a  new  vacation  experience." 

These  points  were  stressed  in  promotion  the  following  years. 

Surveys  like  these— added  to  members'  experiences — ^have  helped  guide 
the  association's  approach  to  promotion. 

Advertising  and  publicity  stresses  the  association,  not  an  individual. 
The  name  and  address  of  the  association  secretary  is  given,  so  letters  of 
inquiry  are  answered  in  behalf  of  the  association. 

After  a  prospect  gets  the  county  brochure,  he  may  write  more  than  one 
farm.  Knowing  this,  members  answer  promptly.  Most  send  individually 
written  replies  to  requests  for  information.  But  one  uses  a  dittoed  form 
letter — adding  other  information  requested.  Recognizing  the  importance  of 
friendly,  well-written  letters,  mcBobers  asked  the  extension  home  economics 
agent  to  hold  a  letterwriting  workshop, 

V/hen  association  members  can't  accept  guests  because  they're  booked  up, 
they  refer  the  prospect  to  another  member.  If  a  prospect  inquires  about 
features  one  farm  doesn't  offer,  the  prospect  often  is  referred  to  another. 

Most  families  keep  a  list  of  guests  and  prospects.  They  send  them 
letters  or  the  next  season's  brochure,  hoping  to  interest  them  another  year. 

This  continued  caaomranication,  they  find,  is  good  business.  But  more 
than  that,  it  expresses  the  conviction  that  vacationers  arc  more  than 
customers— guests  become  friends.  Friendships  and  better  farm-city  under- 
standing are  mentioned  by  many  farm  vacation  hosts  as  one  of  their  big 
rewards. 

Over  the  years,  successful  hosts  tend  to  get  repeat  customers.  They 
also  benefit  from  word-of -mouth  advertising,  when  a  vacationing  family  tells 
friends  about  their  experiences.  These  stories  of  "fun  on  the  farm"  are 
often  illustrated  with  colored  slides  or  movies,  or  tape-recorded  farm 
noises. 

The  Idea  Grows 

The  farm  vacations  association  idea  spread  to  three  nearby  counties 
within  2  years.  In  late  19^1,  members  of  the  four  county  associations 
formed  the  Ohio  Farm  Vacations  Association  to  help  local  associations  with 
regional  and  state  promotion. 


Charter  Beribership  in  the  Ohio  Farm  Vacations  Association  was  open  to 
nead^ers  of  the  fo\ar  local  associations.  After  that,  racrabership  was  open  only 
to  "bonafide"  fara  faadLlies,  who:  (l)  had  their  facilities  inspected  and 
approTed  by  their  local  health  department j  (2)  were  members  of  a  local 
association;  (3)  wore  approved  by  the  State  association's  board  of  trustees. 
This  approval  is  not  to  restrict  membership.  Rather,  it  helps  assure  that 
members  meet  changing  requirements  that  experience  suggests  are  important— 
and  helps  make  uniform  promotion  possible. 

The  Ohio  Division  of  Travel  and  Recreation  printed  a  brochure  for  the 
State  association,  listing  brief  summaries  of  vacation  farms  and  their 
offerings.  Prospects  were  invited  to  %rrite  county  association  secretaries 
or  farm  families  for  details.  The  State  agency  distributed  these  brochures 
at  travel  and  sports  shows  and  sent  them  to  people  requesting  such  informa- 
tion. The  Ohio  Farm  Vacations  Association,  local  associations,  and  members 
also  received  copies  for  their  own  promotional  activities. 

Soon  after  the  State  association  was  formed,  the  Ohio  Extension 
Service  was  asked  to  hold  a  series  of  workshops  on  insurance,  recordkeeping, 
management,  and  other  details  of  the  farm  vacation  business.  Since  each 
workshop  was  held  In  a  different  county,  some  people  drove  60  miles  or  more 
to  attend  some  sessions. 

Extension  workers  have  advised  individuals  and  groups  on  all  phases  of 
the  business.  The  Ohio  Extension  Service  published  a  leaflet  about  vacation 
farms  and  a  variety  of  mimeographed  materials  on  details  and  aspects  of  the 
business.  Surveys  of  members  and  guests  have  been  conducted  to  obtain  more 
information  about  this  new  business. 

The  State  association  supplements  promotion  by  local  associations  and 
individuals.  Publicity  lists  the  State  association  secretary's  name  and 
address,  so  requests  for  brochures  are  sent  to  her.  News  releases  were  sent 
to  papers  as  far  away  as  Washington,  D.  C«  and  New  York  City.  One  short 
item  in  a  New  Tork  paper  brought  requests  for  almost  U^OOO  brochures. 

Some  requests  for  brochures  cone  from  travel  agencies  and  organized 
groups.  But  most  come  from  individuals.  The  large  volume  of  mail  creates 
a  considerable  workload  for  a  volunteer  secretary. 

At  the  close  of  the  State  association's  first  season,  a  survey  of  about 
half  the  membership  was  made.  The  most  frequently  mentioned  "manner  in 
which  guests  were  informed  about  your  vacation  fara  facilities"  were; 
county  or  state  brochure,  30  percent |  newspapers  or  magazines,  26  percent j 
word-of -mouth  recoonendatlon,  13  percent;  and  rex>eat  customers,  13  percent. 
Other  specifically  nentlooed  sources  were  a  conmerclal  directory,  road 
signs,  Extensl<Hi  Service,  and  radio.  Sixty  i)ercent  of  the  guests  came  from 
Ohio-HBOstly  from  larger  cities  or  their  suburbs. 

In  1963  the  State  association  bou^t  advertising  space  in  a  commercial 
farm  vacation  directory.  The  president's  name  and  address  was  listed  in 
this  ad,  to  spread  the  workload  and  help  keep  track  of  the  source  of 
inquiries. 


The  State  association  operates  on  a  "shoestring."  In  1962,  membership 
cost  only  $1.  In  1963,  this  was  raised  to  $5  per  farm.  Even  so,  this 
secured  less  than  $ijOO  for  operation  of  the  State  organization — to  buy  ads, 
pay  postage  and  travel  expenses  for  the  trustees^  meetings.  (If  the 
secretary  were  paid  for  answering  letters  or  mailing  brochures—or  if  the 
association  attempted  wider  advertising— fees  would  have  to  be  raised* ) 

By  196U,  there  were  k$  vacation  farms  listed  in  the  State  brochure, 
representitig  11  local  associations  o 


Other  County  Issociations 


Most  county  associations  in  Ohio  follow  a  pattern  of  organization  and 
operation  similar  to  the  Monroe  County  association. 

The  Carroll  Vacationland  Association  has  received  excellent  support 
from  the  Carrollton  (countywide)  Chamber  of  Commerce.  They^ve  cooperated 
on  several  pranotional  brochures  featuring  the  wide  variety  of  vacation 
opportunities  in  the  county.  This  group  has  also  won  considerable  backing 
from  local  business  people ^  who  advertise  in  their  attractively  printed 
brochiir®  o 

This  strong  support  stems  partly  from  the  vacation  farm  association's 
being  a  direct  outgrowth  of  rural  areas  development  work,  and  partly  because 
businessmen  see  the  go-getting  work  of  the  association  as  helping  the 
county  *s  and  their  own  prosperity.  One  county  seat  store  owner  said, 
''These  farm  vacation  people  have  really  opened  our  eyes«  Business  people 
will  have  to  really  get  busy  nowj  just  to  keep  vsp^^ 

Two  active  members  of  the  Carroll  County  association  don't  have  farms 
or  offer  vacations.  A  local  businesswoman  has  held  several  offices  in  the 
association.  As  the  county  agent  says,  "She  hasn't  a  thing  to  gain 
personally."  Tet  she  works  hard  for  the  group^  since  she  feels  "It's  making 
a  real  contribution  to  the  county's  general  development »''  k  retired  Soil 
Conservation  Service  technician  has  written  news  stories  which  have  been 
printed  in  ma,-^ —  -^fspapers  in  Ohio  and  nearby  States,  Another  of  his 
special  contrf     is  was  preparation  of  a  tour  guide  of  scenic  and  historic 
sites  in  the  c 


The  Carroll  County  group  has  done  some  joist  pui 
volume  discount.  But  this  has  not  been  don®  w: 


The  Carroll  Cou&tj  association  uses  a  three-person  "inspection  team"  to 
check  p     t;iv@  meoibers '  facilities  and  make  sure  they  meet  association 
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industries  that  are  tiniqtie  to  the  area.  People  receiving  the  flyer  can  send 
for  the  county  brochure  for  more  details. 

The  Hocktog  Hills  Scenic  Vacation  Association's  mimeographed  brochure 
emphasizes  scenic  and  historic  spots  in  the  county^  as  well  as  listing 
members'  farms.  Pike  County  association's  brochure  leads  off  with  a  welcome 
to  the  county,  a  description  of  general  attractions  and  a  brief  history  of 
the  county. 

One  enterprising  operator  in  Lawrence  County  staged  a  "press  conference" 
at  his  vacation  farm  when  he  got  approval  for  a  loan  to  build  a  lake.  He 
received  a  lot  of  publicity  for  his  planned  swimming,  boating,  fishing,  and 
cabin  development.  But,  he  was  careful  to  tie  in  the  Lawrence  County 
Southern  Hills  Vacation  Association.  So  both  he  and  the  association 
benefited. 

In  1962,  the  Lawrence  County  association  asked  250  prospects  who  had 
inquired  (but  didn't  come  for  a  farm  vacation)  what  would  influence  them  to 
choose  a  farm  home  for  a  vacation.  They  had  75  replies,  with  these  reasons 
given  most  frequently:  friendly  personal  treatment,  swimming,  hiking, 
fishing,  taking  part  in  or  watching  farm  activities,  horseback  riding.  Just 
plain  relaxing,  weiner  roasts,  nearby  scenic  or  historic  attractions,  square 
dancing  and  access  to  churches  ,-3*-  The  group  used  this  infoxroation  as  a  g\iide 
to  their  next  year's  promotion,  as  well  as  a  checklist  of  what  they  had  to 
offer. 


Summing  Up 


Most  vacation  farms  in  Ohio  belong  to,  and  support,  both  their  local 
and  the  State  association. 

Why? 

Wider  prcaaotiqn.  By  sharing  advertising,  printing,  and  other  promotion 
costs,  a  group  can  pz>omote  more  widely. 

Share  ideas  and  work.  Experienced  members  can  help  newcomers.  Some 
■ay  have  a  knack  for  writing  publicity— others  may  have  talent  in  art  or 
photography.  Jobs  like  bulk  mailing  can  be  rotated  among  members. 

Joint  purchasing.  Except  for  advertising  and  printing,  the  Ohio 
associations  did  little  group  buying.  But  this  offers  possibilities  for 
saving  money  on  other  purchases,  too. 


-i^There  is  a  high  degree  of  similarity  between  these  and  findings  of  a 
national  survey  for  the  Outdoor  Recreation  Resources  Review  Commission. 
ORRC  Report  No.  5  lists  the  most  popular  outdoor  recreation  activities:  re- 
laxing, picnicking,  swimming,  sightseeing  (scenic  historic  attractions), 
photography,  sunbathing,  cashing  and  trail  hiking. 


Helping  others «  Ohio  farm  vacation  associations  have  aided  local  rural 
areas  development  ccnmnittees^  chaiabers  of  commerce,  historical  societies, 
and  other  groups  working  toward  economic  and  social  develoi»nent . 

And  getting  helped,  Ohio  vacation  farm  owners  found  that,  through  an 
association,  they  could  more  easily  obtain  legal  advice,  donated  services 
such  as  artwork  and  promotion,  paid  advertising  for  brochures,  and  active 
support  from  others  Interested  in  county  development. 

Special  assistance  to  groups  is  available  from  public  agencies  like 
the  Ohio  Extension  Service  (their  workshops)  and  the  Ohio  Department  of 
Industrial  and  Economic  Development  (publicity  and  printing). 
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Service,  Morgantowa,  W,  Va.,  Februaiy,  I963.  U  pp. 

PEOPLE  ARE  LOOKING  FOR  A  FAEM  VACATION,  Leaflet  362,  by  George  F.  Metzler, 
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QUESTIONS  AND  ANSWERS  ON  FAEM  VACATIONS,  published  by  Farm  Vacations  and 
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YOUR  BROCHURE:  WHAT  IT  SHOULD  SAY,  by  Claron  Burnett,  Extension  Service, 
University  of  Wisconsin,  Madison,  Wise.  196I,  2  pp. 
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